20       EFFICIENT MARKETING FOR AGRICULTURE
SUMMARY
1.  Marketing is necessarily complex because it consists of relations which in one way or another influence all individuals in society.
2.  Marketing was not a problem in the self-sufficing agriculture of the recent past because the farmer was both producer and consumer of virtually all that his farm yielded.   Products were utilized almost entirely where they were created.
3.   Marketing is a vital part of specialized or commercial agriculture because the surplus products thus created must be distributed over long distances to a large number of consumers.   The farmer by cultivating his land only does not provide all of the accomplishments which result in consumption as he formerly did under the self-sufficing system.   The new requirement of moving products from farms to distant consumers made a marketing system essential and called into existence specialists to render services as middlemen.
4.  Complications in commercial farming and misunderstandings of the marketing system arise because of the difficulty of telling what and how much to produce.   The change from the simple problem of raising what a man's own family needed to producing for hundreds of people what would result in profit to the farmer has been so rapid that few fully realize the responsibilities imposed upon them by the new agriculture.   Time and education along economic lines are two essentials to improvement in this respect.
5.  Mutual confidence on the part of all affected by the marketing system and efficient operation of the middleman business are two axiomatic propositions upon which smooth working of the marketing system depends.
6.  Three obstructions at least are acting as sand in the machinery of marketing and hence preventing its smoothest operation.   These are certain elements in the psychology of consumers and of farmers and in the motives and conduct of middlemen.   These discordant elements are not a part of marketing itself but react upon it seriously.
7.  More than half of the consumer's dollar is expended for food and clothing.   The farm value of agricultural produce raised by farmers in 1919 to meet these requirements amounted to almost 25 billion dollars, of which about 19 billion dollars' worth entered the channels of commercial marketing.
8.  While the public knows very little about the marketing system and generally has acquired sufficient knowledge only to ask, "What Happens in the Bark?" it is certain that many important services are rendered between farmers and consumers.   These span distance and time which separate one from the other.
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